With the opening of retail sector for corporate investment, Indian markets saw the emergence of organised retail formats. While urban customers exhibited immediate interest in this newer shopping experience, their rural counterparts were slower in switching over to the organised retail. In addition to the economic considerations, the reasons behind slower adaptation of the organised retail entailed cognitive and perceptual aspects as well. The paper identifies the perceptual aspects of the rural customers on switching towards the organised retail. Data has collected from 537 rural customers to study their perceptions and switch intentions towards organised retail. The study finds that the rural customers are showing preference to go to organised retail outlets to purchase products and services that offer higher value. Findings of the survey show that 'core value delivery' is the most significant predictor of purchase intention in rural market. Pre-purchase inducement and value enhancement are also other significant predictors of purchase intention.
Introduction
Rural markets are no longer confined to village shops, periodic centres and periodic markets. With fast changing economic and social developments in rural areas, the rural market segment expanded and now encompasses departmental stores, speciality stores, super markets, super centres, convenience stores, glossy malls and retail chains. Branded products, including clothes, attract the rural customers to visit the organised retail outlets more than other reference products.
The immense potential in rural areas has remained ignored and untapped for a long time. Fostered by liberalisation, agriculture revolution, advancement in technology and education, national income has increased greatly, resulting in increased per capita income and disposable income. In developing countries, the rural markets are densely populated and have a lot of potential for retailing. However, the retailing in rural areas has been in unorganised form. Taking advantage of the seasonality of agricultural income, the retail shops in rural markets asserted heavy pressure on the consumers by charging high profit margins. The major strength of the unorganised rural retail formats is their consumer proximity, both in terms of physical and psychographic understanding of their needs. Besides economic limitations, other constraints of the rural markets are their lack of education and market literacy. The skewed distribution of marketing dynamics put the consumers at the receiving end. The social dynamics have spread over to the rural segments as well, manifested in rapidly changing demographic characteristics. A vast majority of rural population is now educated. The electronic and print media are spreading market awareness and they prefer to purchase goods/items from those outlets which are well managed. If the products seem to be a bit economic, they will prefer to purchase goods/items from the cities or nearby markets. With joint family system still prevailing in most of the villages, the rural people make purchases in bulk. The per capita income of the farmers in developing countries as well as in India is increasing. The manner in which rural customers spend their disposable income has under gone a significant change in recent years. The marketing focus among businesses is, therefore, shifting towards villages. 'Go rural' has become the slogan of marketing gurus. This paper focuses on changing perception and purchase preferences in rural markets. From marketing literature point of view, it is important to study how the perceptions of rural marketing evolving, what are the organisational constraints, what factors encourage customer switching intention in rural retails and many such considerations specific to rural markets. The concepts presented in this paper are applicable to rural markets in developing countries in general, but to be specific we study a rural market in India. Ever since the government of India opened the doors for organised retailing in 2005, lot of marketing research has been conducted on India. This work draws heavily on earlier studies and extends our understanding of rural marketing through a quantitative survey in India.
The specific objectives of this study are:
1 to enhance understanding of retail perceptions of the rural customers 2 to find out the relationship between the perception of the rural customers towards the organised retail formats and their intention to purchase from these formats.
To achieve the above mentioned objectives, we conduct an extensive literature survey on rural retailing to understand the driving forces in rural marketing. A questionnaire is developed to collect primary data from a rural market. The paper is organised in the following way. An extensive literature review is presented next. This is followed by the research methodology and details of the survey. Survey analysis and results are presented next. Conclusions, research implications and limitations are the last section of the paper.
Literature review
Retail marketing is a well-researched, but the research on rural retail marketing has been scanty. We carried out a comprehensive study on literature on perceptions of rural marketing, organising constraints in rural markets and customer switching intention in rural retails. Table 1 presents a list of major studies on retailing and rural market and the key issues highlighted in those studies. Empirical Existence of organised and unorganised retail sector. Shah and Jain (2015) Empirical Interrelationship between different factors in retail context. Gupta et al. (2004) Empirical Relationship between purchase decisions and channel switching intentions. Gupta et al. (2011) Empirical Customers switching intentions to organised retail in semi urban market in India. Kaur et al. (2012) Empirical Reasons for customer switching intentions. Sahay and Sharma (2010) Empirical Impact of price changes on switching intentions towards brand relationship.
Study on switch intentions
Other studies Singh et al. (2010) Conceptual Effective supply chain management.
Rashid ( 
Studies pertaining to rural retailing
The concepts of rural retailing have been expounded by many authors (Lokhande, 2004; Singh, 2007; Kaur, 2011; Tamrakar, 2015) . According to Lokhande (2004) , rural markets were growing rapidly. The marketers were concentrating on this vast market by using effective advertising, throwing a variety of branded and attractive packaged products. A main hurdle in the way of rural marketing was illiteracy. Hence, audio-visual advertisements were very effective for giving information about commodities to the rural consumers. It was absolutely imperative for the manufacturers and the marketers to concentrate on brand value, i.e., the quality, utility and reliability of their products. Most of the women consumers in rural areas used cheaper and low quality goods. On the other hand, men consumers used goods of comparatively high quality. Consumption pattern of consumers in rural areas was dependent on their income levels, occupations, education and social status. There was a great impact of TV and movies on the minds of rural consumers particularly children and young consumers. Generally, the villages are in a state of neglect and under-developed (Singh, 2007) . With gainful occupations other than agriculture and increased purchasing power, the national economy could grow to a great extent. Kaur (2011) found that rural consumers now were spending on items like noodles, deodorants and so on. These items are otherwise used by urban consumers. Taste preferences of rural consumers were found to be changing every day. Mckinsey and Co. had predicted that given the right investment in rural infrastructure the rural market might be worth $ 500-600 billion by 2020. Therefore, it was quite clear that Indian rural market was attracting the marketers. However, the rural market was not free from challenges. It was absolutely imperative for rural marketers to admit this fact. Rural and urban markets in India were found to be different on account of various socio economic factors. Several problems were being faced by the marketers in marketing in rural areas. The purchasing power in rural India has increased in comparison of urban as non-farm incomes improve, enforcing consumer spending on fast moving consumer goods (FMCG), according to Tamrakar (2015) . Today, the Indian FMCG industry represents nearly 2.5% of the country's GDP and 1.9% of the nation's total FDI. Cox (2016) observed that retailing remained resilient and stereotype for long, until adapted to the social and economic needs of the day and exploited new opportunities.
Studies pertaining to perception
A difference in retail purchase behaviour of the people with demographics and geographic locations exists (Mittal and Prashar, 2010) . People irrespective of their area of living prefer grocery stores to be nearby. Product assortment is important for grocery and price is also equally important for it. Limbu et al. (2012) studied the effect of consumer's perception of online retailers ethical behaviour on consumer purchase and revisit intentions. A sample of 259 online shoppers was employed to test the relationship between perceived ethics of online retailers and intention to revisit the purchase. Data was analysed and findings revealed that eventually have positive impact on purchase and revisit intentions. The finding supports the idea that despite the physical distance ethically has an effect on revisits and purchase intentions. Al-Debei et al. (2015) also found that consumer attitude towards online shopping is determined by trust and perceived benefits. Al-Debei et al. (2015) concluded that 28% of the variation in online shopping attitude was caused by perceived benefits and trust. Rao et al. (2016) focused on various factors influencing the consumer perception towards e-shopping on different products available in the online retail market. Their study revealed that six key factors such as convenience website design, delivery, price advantage, reliability and responsiveness significantly influence the consumer's perception on e-shopping. Garg (2010) revealed that the consumer behaviour had under-gone a rapid change in the past decade and majority of the consumers were buying apparels at the time of sale. Results showed that there was homogeneity in the views of male and female consumers despite their different occupation and income groups. Homogeneity was noticed among all the age groups on influence of advertisements/media, price, celebrity, family members, shopping group, neighbour, influence, status and store name.
Studies pertaining to organised retailing
Organised retailing in India was spreading and was making its presence felt in various parts of the country (Prasad, 2007) . Due to diversity and changing nature of society, the retailers felt bound to change their store formats for giving a complete shopping experience to customers. Gupta and Kaur (2007) focused on designing of organised retail formats by keeping pace with the changing moods of the shoppers. India had experienced a change from individual retailing to professionally managed retailing. With the growing expectations of Indian consumers and corporate in turn hastened to respond to what was needed by the consumers. There is a retail evolution from small retail shops to remarkable retail outlets (Aggarwal, 2007) . The growth of the organised retail industry would result in thousands of new jobs, increasing income levels and living standards, better products and services, a better shopping experience and more social activities. Chakraborty (2010) observed fundamental changes in Indian organised retail sector. For data collection 252 respondents were considered for the study. By factor analysis three shopping motives were discovered, two of which relate to hedonic shopping motive and one to utilitarian. The factors were termed as diversion, socialisation and utilitarian. Other three dimensions of the study were store attributes, shopping outcomes and shopping perceived cost. Under each dimension factors related to discount store were identified. The identified factors were important for discount stores for understanding their shoppers. Anand and Gopalkrishnan (2011) revealed that the organised retail and unorganised retail businesses could exist together. Shah and Jain (2015) explored the interrelationships between experience of culture development, service culture and outcome of development of service culture in retail context. Their study found that top management commitment, cultural socialisation and participative/supportive leadership to create a significant positive impact on building a customer oriented service culture and a customer oriented service culture create a significant positive impact on customer satisfaction, trust and loyalty.
Studies pertaining to switch intentions
The relationship between purchase decisions and channel intentions was studied by Gupta et al. (2004) . A theoretical model that explains channel-switching intentions was tested with a sample of 337 consumers. Logistic regression analysis across product categories show that difference in channel risk perceptions, price search intentions, evolution effort and waiting time have a significant impact on consumer switching from offline to online shopping. The result showed 52% tendency to switch from offline to online across four product categories book, airline tickets, wine and stereo system. A later study (Gupta et al., 2011) showed that more than individual characteristics of customer, it is the experience of the customer with the current vendor that prevents switching to the organised retailer. Kaur et al. (2012) also investigated the reasons for customer switching. Their findings revealed that three relational factors namely, quality, satisfaction and trust significantly predict switching barriers and among these, satisfaction was the strongest predictor. Sahay and Sharma (2010) examined the impact of price changes on switching intentions in the context of brand relationships. Research study focused on the brand relationships amongst young consumers in the age range of 13 to 25 years in an emerging economy. Data was collected from 214 respondents through structured questionnaire which was based on a seven-point Likert scale. Results suggested that younger age group loves their brands and more passionate about them as compare to older group. Some other studies showed interesting insights into the retailing in India. Singh et al. (2010) did not find a match between supply chain practices and organisational performance. Rashid (2011) found that Indian retail segment is facing new challenges in the competitive and volatile market. The product life cycle becomes shorter and the retailers are now focused on different business processes. It is difficult for retailers to maintain the entire solution in a store for the consumers in a long run. The dynamic retail industry could offer a great opportunity to investors in India (Shekhar, 2011) . There are opportunities as well as challenges of FDI in retail (Bhattacharyya, 2012) . The potential benefits of allowing large retailers into the country could significantly outweigh the cost. The changing scenario of retail industry, organised or unorganised retail industry and highlights the challenges faced by the industry. The retail sector faces various challenges such as insufficient supply chain management, lack of retail space, cultural diversity, real estate issues and many other problems. observe that the rural unorganised retailers can serve as an economic engine driving the Indian rural society. In the British context, Stobart and Bailey (2017) observe that while urban shops have been explored in detail, often in ways that highlight their role in a parallel transformation in consumption patterns, little attempt has been made to look inside village shops or examine the character and practices of rural retailers. Pathan and Pol (2017) contend that retail is currently the flourishing sector of the Indian economy and this trend is expected to continue for at least the next two-three decades and it is attracting huge attention from all entrepreneurs, business heads, investors as well as real estate owners and builders. Singh and Balivada (2017) maintain that the market or the buyers are continuously changing the way they shop. Buying at the organised retail is an enjoyable experience for buyers and the shopping centres are becoming family entertainment centres. Jasim and Vinoth (2017) examined the retailer preference towards PepsiCo products and problems faced in the distribution channel in rural areas, retailer preference for PepsiCo products in rural areas. Sathyanarayana (2017) find that multi-brand wholesalers, suppliers are the key players behind the whole issue and examine the various methods to reform situations by offering various suggestions based on this research. Rural marketers can use this detailed discussion to fight effectively against counterfeits and pass-offs. Sharma et al. (2016) found increasing adoption of e-governance in the subsistence and rural consumers, showing their adaptation to newer technological platforms. found that quality of delivery supply, margins and profit, product demand, credit, brand reputation, social and personal recognition, sales force behaviour, seasonality and festivity and company reputation influenced the purchase preferences of the rural unorganised retailers. Extant literature shows that there are several issues relating to rural retailing. The review of earlier studies highlighted the challenges in areas of product offerings, quality, costs, location, investments, customer preferences and many other issues. These studies offer a better understanding of current state of retail sector and perceptions/expectations of rural customers.
Research methodology
On the basis of the extant literature, the research objectives specified for the study are: a to study the perceptions of rural customer towards organised rural retail.
b to analyse the impact of perceptions on the switch intentions of the rural customers towards organised retail formats for different product categories.
In order to meet the research objectives, a 34-statement questionnaire survey is developed, which is used to test empirically the perceptions and purchase switch intentions among rural customers. A consumer survey was carried out using a structured questionnaire. The questionnaire consisted of 34 statements which are grouped to value enhancement (four statements), pre-purchase inducement, core value delivery, transaction trigger, price value, spatial convenience, price skepticism and price incentive. The respondents were chosen from different rural geographic locations of Haryana, a State within the Republic of India. Respondents were from the rural parts of Haryana and they were interviewed by a team of interviewers. The respondents were asked to respond to 34 statements on five-point Likert scale (1 = strongly disagree to 5 = strongly agree). Altogether, 537 responses were collected. The reference products chosen for the study were the agricultural equipment, branded products, clothes, durables, grocery, packaged foods and pesticides and fertilisers. These products were chosen after analysing the purchase patterns of the rural customers and these product categories were found to comprise bulk of their purchases.
Statistical analysis was carried out using SPSS package. The descriptive statistics of the survey database are generated and discussed in section 3.1. Statistical validity of factor analysis was ascertained by Bartlett's test and KMO measure of sampling adequacy, which are discussed later. This test checks whether the population correlation matrix is an identity matrix where each variable correlates perfectly with itself (r = 1), but has no correlation with the other variables (r = 0). For large sample, Bartlett's test approximates the Chi square distribution and it is assumed that the sample correlation came from a multivariate normal population with the variables being identified as independence.
Factor analysis was used to find out the major groups of perception factors among rural customers and their relative importance towards purchasing.
Regression analysis was used to explain how perception factors might differ and influence purchasing behaviour in rural customers for eight specific product groups (agricultural equipment, branded products, clothes, durable items, grocery, mobiles, packaged goods, pesticide/fertiliser).
Survey analysis and results

Descriptive statistics
There are various dimensions of organised retail and different sets of customers across various segments held their own views about the same. The descriptive statistics of various statements used for factor analysis is shown in Table 2 . As shown in Table 2 the range of mean scores of the statements varied between 4.11 to 3.25 and their standard deviations varied between 0.991 and 1.259. The issues related to price and customer connect were given highest score of agreement by the respondents. As expected, by virtue of limited purchasing power and marketplace awareness, the rural customers are very particular about harnessing maximum value out of their purchase. Their focus lies on the monetary price and believe that price plays an important role in arriving at any purchase decision. The highest mean score of 4.11 is awarded to this statement. The second most important aspect is the customer-connect, wherein the rural customers rely on personal contacts to arrive at the purchase decision. The unorganised sector has the advantage of being personally connected to the customers, which is seen as an advantage by the rural customers. They believe that organised retail stores offer limited opportunity to them to bargain.
Statistical validity
In order to ascertain the statistical validity of factor analysis, Bartlett's test and KMO measure of sampling adequacy were applied. The Bartlett's test of Sphericity Bartlett (1950) has been used to examine whether the variables are correlated or not in the population. For large sample, Bartlett's test approximates the Chi-square distribution and it is assumes that the sample correlation came from a multivariate normal population with the variables being identified as independence. The high value of Kaiser-Meyer-Olkin (KMO) measure of sampling adequacy (.874) indicates that the Factor Analysis is appropriate for this survey. A KMO value greater than 0.6 is good for conducting research in social sciences (Bartlett, 1950) .
Descriptive statistics of dimension of perception
Relative importance of eight dimensions of perception (value enhancement, pre-purchase inducement, core value delivery, transaction trigger, price value, spatial convenience, price skepticism and price incentive) is determined next. Rotated component matrix (RCM) is performed in determining the constituting variables. RCM shows that the factor loadings range from .764 to .430 (see Table 4 ). The variables constituting a factor have been segregated by allocating them to the factor where they have the highest factor loadings. In case a variable comes under more than one factor, the same is allocated to factor where it can have been fitted on the basis of logic and reasoning. The factors and the loading of the constituting variables and their reliability scale (Cronbach's alpha) are also calculated to find out to test the reliability of the scale. After segregating the factors, their nomenclature was decided. An eight factor solution was obtained by applying factor analysis, as explained above. In order to understand the relative importance of the factors the mean scores and standard deviations were computed. To bring these score on a common denomination for the sake of further comparative analysis, these scores were standardised by dividing them with the number of constituent variables in the factors. The factors were assigned ranks on the basis of standardised mean scores. The results are shown in Table 5 . As shown in Table 5 , the highest mean score is observed for the 'price value' (mean = 3.9151) and it is considered the most important one. Rural customers are highly conscious towards the price and would not switch over their purchase outlets until there is a tangible gain in the price. The next rank is awarded to sixth factor, i.e., spatial convenience. It takes an effort to travel from the village to the nearby store and the customers' world prefers an outlet that minimises this effort. The lack of personal connections in organised retail instils a sense of skepticism in the minds of the customers and accordingly the factor named 'price skepticism' comes at the third rank.
Difference in perception among product groups
Purchase perception factors work differently for different product groups among the rural customers. To test this assumption, regression analysis was carried out for eight product segments (agricultural equipment, branded products, clothes, durable items, grocery, mobiles, packaged goods, pesticide/fertiliser). Statistical parameters for eight model runs (corresponding to eight product groups) are shown in Table 6 . Table 6 shows that highest R 2 values (coefficient of determinance) are observed in branded products (model 2, R 2 = 0.428) and clothes (model 3, R 2 = 0.408). Customers prefer to go to the organised retail outlets to purchase the products that confer their distinctiveness or higher value. The branded products, including clothes, attract the rural customers to visit the organised retail outlets more than other reference products because a customer gets the quality assurance of a brand, distinctiveness and convenience of purchase. The necessity of emotional connection or sellers' reassurance can be circumvented as the brand conveys quality assurance and the corporate service back up reduces the dependence on the seller. In case of other products, the customers expressed preference towards the traditional markets. , indicating a moderate relationship between the purchase intentions and the perceptual variables. However, the R 2 values are very low in agricultural equipment (model 1) and pesticide/fertiliser (model 8), indicating virtually no relationship between the purchase intention of these products with the perceptual variables.
In all the models, 'core value delivery' emerges as the most significant predictor of purchase intention, indicating that the customers are vigilant and always look quality, variety and after sales services, which constitute the core value delivery components. Customers are not carried away by marketing communicator or other such allurements and would evaluate each offering in terms of its capacity to deliver core value. The pre-purchase inducement and value enhancement also emerge as most significant predictors of purchase intention in all the models, barring agricultural equipment and pesticide/fertiliser, when bundled together, it emerges that all the factors that deliver and enhance the value to the customers would emerge as the most important inducement to the rural customers to visit the organised retail outlet. The customers prefer to visit the retail outlets for purchasing the products that confer them distinctiveness, visibility and convenience.
Conclusions and limitations
Marketing literature suggests that, like the urban customers, rural purchasers are also influenced by various perception factors. Rural markets are becoming more and more organised. This study specifically aimed at finding out the relationship between the perception of the rural customers towards the organised retail formats and their intention to purchase from these formats. A survey was conducted to collect primary data from a rural market and was then analysed to highlight several findings.
This work contributes to our knowledge in several ways. Firstly, the literature review on retail perceptions of rural customers presents a unique framework and opportunity for quantitative study. The study identifies the perception variables for rural markets. Secondly, eight groups of perception dimensions have been identified after applying statistical rigor. These dimensions (value enhancement, pre purchase inducement, core value delivery, transaction trigger, price value, spatial convenience, price skepticism, price incentive) are statistically significant. Thirdly, the perception dimensions have different levels of impact/influence on various rural products. Eight product segments (agricultural equipment, branded products, clothes, durable items, grocery, mobiles, packaged goods, pesticide/fertiliser) were analysed for buying intention. Regression analysis revealed that 'core value delivery' is the most significant predictor of purchase intention in rural retail. Rural customers are vigilant, looking for quality, variety and after sales services; these constitute the components of the core value delivery. Distinctiveness, visibility and convenience are three considerations in visiting rural retail outlets.
The findings in this paper are significant, but there are limitations too. The literature is primarily limited to the Indian context; could be expanded to other developing county rural markets. The development of survey questionnaire and its administration in data collection could be improved further to justify statistical findings. Finally, the findings of this study are interpreted from marketing managers' decision making perspectives. There
